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The CDC’'s Gateway to Health
Communication webpage can help you
design and evaluate your campaigns and
communication projects to achieve the
maximum success.

What is it?

* What do we mean by health
communication, social marketing, and
health marketing?

How Do | Do It?

* How do you find the tools you need to
develop a communication plan or social
marketing campaign?

How Do | Know It Works?

* Most importantly, how do you know if it
worked?

Health Communication
Basics

Gateway to Health Communication

& Social Marketing Practice
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https://www.cdc.gov/healthcommunication/index.html
https://www.cdc.gov/healthcommunication/index.html

What is it?
What do we mean by:
* Health communication

* Social marketing

* Health marketing

Health Communication
Basics

Gateway to Health Communication

& Social Marketing Practice




Health Communication and Social Marketing has some differences but share a common goal:
* Creating social change by:

Social Marketing and Health Communications campaigns create & use products, program or interventions as
means to the same end:

* Health Marketing is a blending of multiple disciplines:
* the theoretical underpinnings of social marketing
* the outreach communication strategies found in health communications.

* (CDCuses both social marketing and health communication practices, which are both overlapping and
complementary, in its approach to promoting or “marketing” health to the public. L.

MEDICINE

Louis Calder Memorial Library



Health
Communication
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Health communication can take many forms, both written and verbal.

Effective strategic planning for health communication (and for social marketing) relies on some
variation on these steps, which answer specific questions:

Review background information to define the problem
Set communication objectives
Analyze & segment target audiences
Develop & pretest message concepts
Select communication channels
Select, create & pretest messages, products
Develop promotion plan/production

Implement communication strategies & conduct process evaluation

Conduct outcome & impact evaluation | [imves

Louis Calder Memorial Library




Social Marketing
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What is

social marketing?

P> Pl ) 004/220

https://youtu.be/nf3FW1XhA6s?si=7sGpAB1dXLXS-Kl7



https://youtu.be/nf3FW1XhA6s?si=7sGpAB1dXLXS-KI7
https://youtu.be/nf3FW1XhA6s?si=7sGpAB1dXLXS-KI7

Look at these sentences. What do the bold words have in common?

* Fasten your seat belt.
Eat more fruit.

* Pull over to use your cell phone.
Don't litter.

* Geta mammogram.

Talk to your doctor.

These words describe problems to be addressed by changing behavior.

Research may help to describe what your audience is currently doing or
thinking, which can help shape realistic goals for behavior change.



Social marketing is about:

1

Identifying

the specific target audience
segment(s)

2

Describing
the benefits

you will offer

3

Creating
interventions

that will influence or
support the desired
behavior change

J UNIVERSITY OF MIAMI
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@

PRODUCT

Desired behavior you are asking your
audience to do, and the associated
benefits, tangible objects, and/or

services that support behavior change.

W

PLACE

Where the audience will perform
the desired behavior, where they
will access the program products
and services, or where they are
thinking about your issue.

PRICE

Cost of overcoming the barriers the
audience faces in making the desired
behavior change - financial,
emotional, psychological, or time-
related costs.

Y

PROMOTION

Communication messages,
materials, channels, and activities
that will effectively reach your
audience.

»

PRODUCT

The Four'P’s of Marketing

Social marketing is critical

because it looks at the “Four

P’s” and the provision of health

services from the viewpoint of L P

of MEDICINE
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Social marketing planning requires us to understand and incorporate the

"The Four ‘P’s of Marketing,” Into your program planning.

Sometimes there are other 'P’s that must be taken into consideration for planning
a successful campaign.

SOCIAL MARKETING

N

® WHAT IS SOCIAL MARKETING?

https://youtu.be/Bx DnXenbHU?si=6Yzs4VXwFc2-NFTK



https://youtu.be/Bx_DnXenbHU?si=6Yzs4VXwFc2-NFTK
https://youtu.be/Bx_DnXenbHU?si=6Yzs4VXwFc2-NFTK

What is Health
Marketing?




An integration of the traditional marketing field with public health research, theory
and practice.

A multidisciplinary practice that promotes the use of marketing research to:

A complex framework that provides guidance for designing:

. . L=
A broad range of strategies and techniques that can be used to create synergy among
public health research, communication messages and health behaviors.




...Is an often asked question.

Health Marketing draws from many other disciplines, such as Health Communication, Social
Marketing, and Health Promotion.

Here are some points that may help put the term in perspective:

* Health Marketing is an integration of many disciplines and functions to meet the health needs of
diverse populations. This integration is why marketers refer to terms such as the “marketing
mix".

* Health Marketing is not a term that is meant to exclude other foundational disciplines.
* Health Marketing’s strategies and techniques are based in part on traditional marketing theories.

g UNIVERSITY OF MIAMI
{ ‘ J“\HH.?‘R SCHOOL
] of MEDICINE

* Health Marketing is a new area of practice that is still being refined. [ Cldr isporl 7




Health Marketing
Basics




Marketing is the process by which products are used to meet human or social
needs.

* Asthe link between vendors and consumers, marketing is an essential part of
the exchange of goods and services.

* The fundamental aspects of marketing are the same whether they meet
the need for a commercial product or a public health service.

* Therefore,

* For both traditional marketing and health marketing the end user of a product
or service is called a and a group of consumers is referred to as a

* Characteristics of the market are considered at every stage in the marketing
p ro C e S SI c [ ‘J f‘”}f,f‘;-:?fff ‘hl‘("’ixt( s
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Marketing mix is a term used to describe the integration of four fundamental
marketing elements. Remember the ‘four Ps':

Product: the item, good or service that is being provided that delivers benefits
to those who consume it; includes quality, packaging, design and brand name.

Price: monetary and non-monetary costs to the market.

P

Place: channels and locations where the product can be obtained. P
PRODUCT

PRICE

Promotion: direct communication, publicity and advertising.
Each of these four components should be present in a marketing plan.

Essentially, to be effective a “product must be tailored to customer needs, priced realistically, ' [

I\IFDI( I\I

distributed through convenient channels, and actively promoted to customers.” Lvis Clder Memoril Ubrr




e Health Communication
* Social Marketing

* Health Marketing




How Do | Do It?

* How do you find the
tools you need to
develop:

* 3 communication plan

OR

* a social marketing
campaign

Health Communication
Basics

Gateway to Health Communication

& Social Marketing Practice




Public health surveillance can help identify the disease burden and the
specific behaviors, conditions, or policies to be changed.

Formative research can identify and prioritize needs, desires, & values of the
target audience and test message frames.

Only then can you really identify the message for the communication:
positioning the product (behavior or object) so that it fulfills the needs &
desires of the target audience & reinforces their core beliefs.

The strategic plan should address how to package and promote that L s
message through channels that reach your audience.




The CDCynergy model was created to help analyze, develop, and implement an
effective social marketing or health communication plan.

Describe 79 Perform Define
The 'y Market Market
Problem Research Strategy
R %\\“
& Develop %‘Eﬁe\\:ﬂ‘\ Evaluate Implement
| Interventions Q‘;‘:‘;oge Your Plan Your Plan
—\ po©*
These are the major tasks you will need to accomplish, each with a brief L

description. e o



Describe The Problem

* Describe the problem that is the main goal of your social marketing
effort.

* It should clarify:
* What the public health problem is
* Who is affected
* What you propose to do to address it.

* Afull, clear problem description and analysis will help you decide
whether to undertake a social marketing effort. LE. -




Perform Market Research

Market research (also called consumer or audience research) is
research designed to enhance your understanding of the target
audience’'s:

* Characteristics & attitudes

e Beliefs & values

* Behaviors & determinants

* Benefits and barriers to behavior change

This helps to create a strategy for social marketing programs.

s MEDICINE
Louis Calder Memorial Library



A critical decision in marketing, is choosing the target market or audience for
your product.

* Once a target market is selected, a marketing plan is developed to match the
characteristics of the target market or audience.

* There can be one or more target with corresponding marketing plans for each.

Choosing a target market is a first step in making appropriate distribution &
promotion decisions.

UNIVERSITY OF MIAMI
[ ‘ J\mwrn SCHOOL
of MEDICID

It is only through an understanding of the target market that one can develop ===

an effective marketing plan and create value for customers.
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There are several important steps in ChOOSing a target market:

Define the Market

Clearly define who are the
individuals that make up
the market you are
analyzing.

These are people share a
common need for your
product, including people
who may not yet be aware
of that need.

Determine characteristics
that you will use to
categorize the people

within the defined market.

Common ways to
categorize, or segment,
people are:

Age & gender
Ethnicity
Geographical location
Education level
Income level

Risk factors, etc.

(> | Segment the Market [> Analyse Each Market

Through research you can
determine the characteristics
& behaviors, to better
understand the individuals
in this group.

If a market does not have a
large amount of existing
research, you can conduct
new studies through:

Surveys
Focus groups

Other methods of collecting | _
data directly from the | [
market_ Louis Calder Memorial Library




Define Market Strategy

A market strategy is a plan of action for your entire social
marketing program.

Market strategy encompasses:
* the specific target audience segment(s)
* the specific desired behavior change goal
* the benefits you will offer

* the interventions that will influence or support behavior
change. L

Louis Calder Memorial Library



When developing a health campaign, communication program or the promotional portion of a social
marketing campaign, you need to keep in mind the right channels to reach the people you are targeting
with your messages.

Doing your audience research up front will help identify the right channels. Appropriate distribution of your
health content is critical to your campaign’s success.

Media Channels available through the CDC

CDC Social Media Channels =

UNIVERSITY OF MIAMI
l.J MILLER SCHOOL
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https://www.cdc.gov/digital-social-media-tools/index.html

CDC Mobile and Web Apps

Download CDC's free mobile and web apps
to your device!

UNIVERSITY OF MIAMI
LJ MILLER SCHOOL
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https://www.cdc.gov/digital-social-media-tools/index.html



https://www.cdc.gov/digital-social-media-tools/index.html

Develop Interventions

Interventions are methods used to influence, facilitate or
promote behavior change, for example:

* holding training classes to help seniors start their own
walking clubs

* developing a Website to promote drug-free activities to
youth

 expanding clinic hours to improve working mothers’ access
to HIV testing L

CINK
Louis Calder Memorial Library




Evaluate Your Plan ( by planning your evaluation)

Planning to evaluate the program as you develop your
communication plan is important.

You need to know both whether the program:
* was implemented as you intended (process measures)
* whether changes took place (outcome measures)

s MEDICINE
Louis Calder Memorial Library



Implement Your Plan

Implementation is the point at which all your planning and
preparation come together.

Among the activities critical to your program’s success are:
* planning the program’s launch
* holding a news event to publicize your messages
* taking advantage of unexpected opportunities
* defusing potential threats to your efforts

Louis Calder Memorial Library



How do you find the tools
you need to develop:

* A communication plan
or social marketing
campaign




How Do | Know It Works?

* How do you know if it
your campaign is
working?

Health Communication
Basics

Gateway to Health Communication

& Social Marketing Practice




Effective program evaluation is a systematic way to improve &
account for public health actions by involving procedures that are
useful, feasible, ethical, and accurate.

* You need to know both whether the program was:
* Implemented as you intended (process measures)
* Whether change took place (outcome measures)

 Evaluation — what can be measured — should be considered at the planning
stage as it can bring your overall goals more clearly into focus.

 Constant assessment during your campaign allows you to see what is -
working and to make mid-course adjustments. P

Louis Calder Memorial Library




Monitoring is often called process evaluation
You will always need to track process variables

To decide which components of the program to monitor, ask yourself:

* Who will use the information and how?

* What resources are available?

* Will the data can be collected in a technically sound and ethical manner?

Focus your list of potential questions by asking-
* Who will use the information?
* What do they care most about?

Stakeholders want various kinds of input into evaluation plans, depending on

* Levels of investment in the program L s
. Louis Calder Memorial Library

* Interest and experience in program evaluation.




Choose the data collection method best suited to answering each evaluation question.

Good data collection plans often integrate
* Qualitative methods (those that produce descriptive information) with
* Quantitative methods (those that generate numerical data such as frequencies, percentages or rates).

The reporting plan should outline how the data for each monitoring and evaluation question
will be coded, summarized, and analyzed.

Describe how the monitoring and evaluation data will be reported.
You also should develop a timetable and budget.

Your timeline should cover evaluation activities and program activities.

8 UNIVERSITY OF MIAMI
- of MEDICINE
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Why you should
evaluate your campaign

How to evaluate your
campaign




ATIP FROM A

FORMER
SMOKER

-

i

Please quit so you don’t go

through what | went through.

For free help to quit smoking, CALL 1-800-QUIT-NOW.

Examples

of

Campaigns

Let's look at what CDCand other health
communication,.andsocialmarketing

professionals have done to reach their
target audiences.

UNIVERSITY OF MIAMI
lj MILLER SCHOOL
f MEDICINE

Louis Calder Memorial Library




Tips From Former Smokers °

ATIP FROM A

FORMER
SMOKER

It takes a while to eat when
you’re using a feeding tube.
For free help to quit smoking, CALL 1-800-QUIT-NOW.

Christine's Story

CDC.gov/tips

In 2012, CDC launched the first-ever paid national
tobacco education campaign —
Tips From Former Smokers (Tips).

The Tips campaign raises awareness of the negative
health effects caused by smoking, and encourages
smokers to quit and nonsmokers to protect
themselves and their families from exposure to
secondhand smoke.

The 2013 campaign feature additional health
conditions not included in the first phase of the Tips
campaign-such as chronic obstructive pulmonary
disease (COPD), asthma in adults, and smoking-
related complications in a person with diabetes.

Web content is tailored to different population
groups such as American Indian/Alaska Natives,
LGBT, (Lesbian, Gay, Bisexuval, and Transgender),
African-Americans, and Hispanics.

UNIVERSITY OF MIAMI
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https://www.cdc.gov/tobacco/campaign/tips/index.html
https://www.cdc.gov/tobacco/campaign/tips/stories/christine.html

How | Recommend

(@4 B[ @ Centers for Disease Control and Prevention
CDC 24/7: Saving Lives, Protecting People™

#HowlRecommend Vaccination Video Series

Search Vaccines sitev  Q

Vaccines

The #HowlRecommend video series
features short, informative videos from
clinicians like you.

These videos explain the importance of
vaccination, how to effectively address
#HowlRecommend v questions from parents about vaccine
When it comes to vaccination, BTN > safety and effectiveness, and how
parents trust your expertise more r clinicians routinely recommend same
than anyone else. day vaccination to their patients.

Watch Videos

ﬂ Childhood OO  AdultVaccination g Flu Vaccination
Vgccmauon O ideos Videos 11
Videos How do you foster
support for
immunization within
. Adolescent ° Maternal O®  sysubjector \ A the NICU?
:Q Vaccination ‘ Vaccination e Clinician Type i
Videos Videos

See the newest videos in the series.

Latest Videos

The #HowlRecommend video series
features short, informative videos from
clinicians for clinicians.

These videos explain the importance of
vaccination, how to effectively address
questions from parents about vaccine
safety and effectiveness, and how
clinicians routinely recommend same
day vaccination to their patients.

UNIVERSITY OF MIAMI
lJ MILLER SCHOOL
of MEDICINE
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https://www.youtube.com/watch?v=r2c1K4K6vKE&list=PLvrp9iOILTQZ0qhV2Op1xN3PDvPIk1LXB

@ safely_endangered

SAFELY ENDANGERED 7

HOW DO YOU
HAVE SO MANY
FOLLOWERS?

I'm AN
INSTAGRAM
INFLUENZA

Q: idstewardship « Follow

idstewardship Get it? Influenza instead of
influencer! @ @ @ @ Via Bill Wilson on
Twitter bwilson10233 and Ruben Santiago
@theedtraumacist. #Pharmacy #pharmacist
#infectiousdiseases #idweek2019
#idstewardship #influenza #flu ...for all things
influenza, @cdcgov has got your back!!!

View all 19 comments

halrun89 @maria710m @little.trish

little.trish @halrung9 this made me lol
princessahbim @ @

eelainee_ha @ephraimicist hahah Yesss nerdy
p £

«™™.  Luciana Borio, MD @llborio - 1d
w Good morning . Just a reminder #H5N1
-

64

Ldq '
made with mematic

https://www.instagram.com/idstewardship/

534 lij

June 9

On 70 @ 325 i1 19K

UNIVERSITY OF MIAMI
lj MILLER SCHOOL
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- Bug Pharmacist ¢ @ Tim Gauthier @
‘ @IDstewardship

Bug-drug mismatch

https://www.instagram.com/idstewardship/

idstewardship [EES

1,116 posts

Bug Pharmacist

Follow & have fun learning about A2 1000 @A infectious diseases

basics and antimicrobial stewardship. | @ Drugs. #ScrollAndlearn 3§ Miami, FL us

lj idstewardship

I

Urine_cult:
sitive

VIR

o &

L

-

Culture is positive

made with mematic

o

But he is
asymptomatic so
no'antibiotics!

-

3

-

=
-

Antibi6tics not
indicated?

nAntibiotics.com

21k followers 313 following

| | S—

w

_\[O M@ Ler

3

oW PPLaR they

Wil Mever

GO VIRAL;

s Otwisteddeodles
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@ idstewardship € - Follow

WA @ idstewardship # OEver worked on a research project that went
DAacAa~v~h exactly as expected? OYa, me neither! @ @ @ ...The older | get,
B W WwOLlAl W s the more | learn, and the more | realize how much | don't know...

if your research project g doesn't go exactly as expected, don't
stress it too much. A big part of these projects is to &)learn how
to do better research, which includes interpreting your current
results to form rational conclusions - even when they aren’t
exactly what you thought they’d be when you started the project
®) ... #pharmacy #pharmacist #|Dstewardship #ClinicalResearch
#QualityAssurance #PharmacySchool #pharmacyresearch
#pharmacyresidency #pharmacypractice #bugsanddrugs
#torturethedatauntilitconfesses

]Project

[ | | L 33w

""&‘“Fn:

lj fbl@éﬁen
variable

m mordant Catchina up on journals, and just saw vour letter in ™

Qv W

Liked by meghclou and others
January 11

@ Add a comment...

UNIVERSITY OF MIAMI
l J MILLER SCHOOL
of MEDICINE

Louis Calder Memorial Library




Peanuts by Charles Schulz for January 05, 1967

COMPLICATIONS ARE MIDDLE-EAR

T an ) | | MEGLEC S TEMSTONAN | (TN MEMDRLERR | | D0 ‘4 AR THAT, ARw2
\ 0RRY. . ! IT'6 GOINE T0 BE WORTH (T
@&%ﬁé@s T R\ |~ DiseAsE’™....HMM... EVEN BRAIN DAMAGE " wow ! | bkt s LR
U ' - e e — V4
4. i |
i}
:f
e
/=5 9
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https://www.gocomics.com/peanuts/1967/01/05

[n an era When newspaper comic strips were
cultural Porces, "Peanuts" vsed its bully polpit

: == These strips are humorous, 1 to promote vaccination to the parents (and
Charlie Brown received polio but with a seriovs : kds) h dit
and smallpox shots in 1956; vnderlying message: | Wno read It.

VACCINATE | @
YOUR Kip5!

o),

Lucy took the oral polio
vaccine in 1962.

These earlier comics coincided closely With the
introduction oP the 4alk polio vaccine (1955) and
the 4abin oral polio vaccine (1961).

4¢hulz had young children in those
years, 50 it's not hard to connect
his advocacy Por vaccination with
parental concern over their health.

. .
- >y

No single medivm occupies
RRDET, _ | the same culbural space
R i 3 today.

https://thenib.com/when-peanuts-went-all-in-on-vaccinations



https://thenib.com/when-peanuts-went-all-in-on-vaccinations

LAWS AND POLICIES SHOULD:

« Ensure that every woman who is legally
eligible has access to timely
and safe abortion care

v Facilitate the provision of high-quality
contraceptive information and services

v/ Meet all women’s sexual and reproductive
health needs

World Health
Organization

World Health Org @ - Sep 28
Replying to @WHO

Abortion is a stigmatized health
issue. Barriers to timely, affordable,
and safe services can lead to
unsafe abortion, which
disproportionately affects the
poorest and most marginalized

bit.ly/2Y36vKw

O 1r Ma Qan O

World Health Org & - Sep 28

Q: Is abortion a safe procedure?
A: Yes. #Abortions are safe when
they are supported

/by someone with the necessary
skills

" appropriate to the pregnancy
duration

Y using a method recommended
by WHO

bit.ly/39JyzVq

SAFE ABORTION MUST BE
PROVIDED/SUPPORTED BY
A TRAINED PERSON, USING:

e

O 9 1Mar Q 16 N



Elevate the
@@iof Patients

World Blood Donor Donor Day
g e L?

14 June

HEALTH
FORALL

World Health Day

oy | Heal 1 ® e World
\;* gr(gl an H] ]lotxl [ S\ oo t" Patient SGfefy

FORALL

Day 17septen




FOR THE SOCIAL MEDIA MASTERS

LBLtRE!

Raising awareness and generating change for the 300 JANY, STRONG, PROUD SHARE YOUR COLOURS
million people worldwide living with a rare disease, their | SUPPORT RARE DISEASE DAY Rare is Many, Rare is Strong, Rare is Share Your Nicole Lee Schroeder, PhD @Nicole._Lee Sch - Feb 28

ope X . ) Proud visuals are available in png and png and PH @ It's Rare Disease Day. Many of us who are told we have "rare” diseases
families a nd carers. 1 Support Rare Disease Day visual is Photoshop formats.

simply have conditions that are under diagnosed, underfunded, and poorly

available in two sizes (1080x1080 and ) - » ‘Shareab) researched. | hope that the future brings more equitable medical care for all
1920x1080) and 8 languages: English, P Shareable "Ra " =y 9 Editable of us.
Al.'ablc, Frer?ch, Spanish, Portuguese, < Shareable "Many, St Os . a1 ' 1o &
Hindi, Russian, Chinese. >
SHARE YOUR COLOURS DOWNLOAD MATERIALS
9 Shareable square visuals
3 Shareakls tandsckpa i tsia Amy K,|°bud‘a':° 'n\,/k\obu?hav 19?7‘ ‘
Today is Rare Disease Day, and it's a crucial reminder that 95% of the 7,000
9 Editable square visual known rare diseases still don't have an approved treatment, meaning
. . . . . illi I ffecti . As co-chair of thi i
Rare Disease Day is the globally-coordinated movement on rare diseases, working i oL Ra Dissess

Caucus, I'll keep fighting for patients across the country.
towards equity in social opportunity, healthcare, and access to diagnosis and

therapies for people living with a rare disease.

28 FEBRUARY 2022 =
RAREDISEASEDAY 030 O 100 T 202 Q 1309 &

() MILLION PEOPLE
WORLDWIDE

LIVING WITH A RARE DISEASE

NORDO @RareDiseases - Feb 28

Since its creation in 2008, Rare Disease Day has played a critical part in building an

ZE-

Z4% Today is Rare Disease Day! &}

international rare disease community that is multi-disease, global, and diverse- but h — * ‘ ‘

united in purpose. s v T T e fosis
FACEBOOK AND TWITTER BANNERS ,_,’f“rf’ i tay Zmd il 9 9

Rare Disease Day is observed every year on 28 February (or 29 in leap years)—the Facebook and Twitter banners are KEY STATISTICS AND INFOGRAPHICS ‘ ‘

rarest day of the year. available in png and Photoshop Shareable infographics with key rare SRS

Rare Disease Day was set up and is coordinated by EURORDIS and 65+ national farmats disease statistics, available in square »

alliance patient organisation partners. Rare Disease Day provides an energy and # Shareable FB and Twitter banners and lapeisapa foemets;

focal point that enables rare diseases advocacy work to progress on the local, . ElinDle PO Mt v Oar DN 3 Landscape Infographics

national and international levels. % S Oy eptties

JNIVERSITY OF MIAMI

STRIPES &

DAYISR DISEASE DAY! bf MEDICINE
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0:01+4,050 views ="
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* Example Campaigns
e Tools & Resources




There are also tools and templates that make preparing a social marketing or health communication plan much
easier for you.

Save time and make your campaigns more successful with these trainings, tools,
and templates.

https://www.cdc.gov/healthcommunication/toolstemplates.html

https://www.cdc.gov/digital-social-media-tools/index.html

https://www.cdc.gov/digital-social-media-tools/Social-Media-Channels.html

z UNIVERSITY OF MIAMI
l 1 J‘\m LER SCHOOL
] of MEDICINE
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https://www.cdc.gov/healthcommunication/toolstemplates.html
https://www.cdc.gov/digital-social-media-tools/index.html
https://www.cdc.gov/digital-social-media-tools/Social-Media-Channels.html

Health Communication

PLAYBOOK

Resources to Help You Create Effective Materials

Covers key communication materials for
consumers & professionals, includes practical
resources like:

* Annotated examples of fact sheets, press
releases, and more

* Research-based tips and step-by-step
Instructions e = .

* Worksheets to help you get started R Y

* Checklists to review when you’re done

LousCaId M emoria ILb rary

https://www.cdc.gov/nceh/clearwriting/docs/health-comm-playbook-508.pdf



https://www.cdc.gov/nceh/clearwriting/docs/health-comm-playbook-508.pdf

https://www.cdc.gov/healthcommunication/Health Equity.html

CDC's Health Equity Guiding Principles for Inclusive Communication emphasizes the importance of
addressing all people inclusively and respectfully.

Intended to help public health professionals, particularly health communicators ensure their communication
products and strategies adapt to the specific cultural, linguistic, environmental, and historical situation of
each population or audience of focus.



https://www.cdc.gov/healthcommunication/Health_Equity.html

Individuals

COMMUNICATING

— for —

HEALTH

https://www.who.int/about/communications § petd
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National Public Health Information Coalition (NPHIC): https://www.nphic.org/

The National Public Health Information Coalition (NPHIC) is the premier network of public health
communicators in the United States and U.S. territories.

NPHIC is an independent organization of professionals sought after to improve America's health
through public health communications. NPHIC senior public health information officers:

 Participate with the Centers for Disease Control and Prevention (CDC) and other public and private
agencies to promote health and prevent disease

* l|dentify methods to improve communications among members

* Communicate with and through the news media to promote greater understanding and
awareness of public health issues.

Society for Health Communication: https://www.societyforhealthcommunication.org/

The Society for Health Communication is a member-driven organization bringing together health
communication professionals, students, and scholars from the diverse areas of teaching, research
and practice. Ui

Louis Calder Memorial Library



https://www.nphic.org/
https://www.societyforhealthcommunication.org/
https://www.societyforhealthcommunication.org/assets/docs/History%20of%20Health%20Communication%2C%202019.pdf

The Centers for Disease Control and Prevention (CDC), National Public Health Information
Coalition (NPHIC), Society for Health Communication hosts the:

National Conference on Health Communication, Marketing, and Media (NCHCMM)

Atlanta, Georgia on July 29 - 31, 2025

+ 2023 Conference: https://www.nchcmm.org/index.php/agenda/schedglance

* 2022 NCHCMM Conference: https://www.nchcmm.org/2022

* 2021 NCHCMM Conference: https://www.nchcmm.org/2021

lJ MILL F‘R S( H()()L
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Health Communication, Social
Marketing & Health Marketing

What is it?

* What we mean by health communication,
social marketing, and health marketing

How Do | Do It?

* Find the tools you need to develop a

communication plan or social marketing
commen Summary

What did we learn today?

How Do | Know It Works?

* Most importantly, how to you know if the
campaign worked

MMMMMMMMMMMMM
lJ MILLER SCHOOL
of MEDICINE
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ThankYou!

Kelsa Bartley

k.bartley@med.miami.edu

John Reynolds

jxr1327@med.miami.edu

UNIVERSITY OF MIAMI
lJ MILLER SCHOOL
of MEDICINE
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